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COVID-19
(Coronavirus)
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in real-time – here is an update of
how this industry is likely to be impacted as a result of the global COVID-19 pandemic:

· Revenue for the Canadian Home Improvement Stores industry is expected to increase during the COVID-19
(coronavirus) pandemic due to increased renovation spending. For more detail, please see the Current Performance
chapter.

· Industry profit is expected to stagnate due to increased spending on employee benefits and safety, coupled with
supply chain disruptions. Moreover, most small establishments do not have the economies of scale to operate
efficiently. For more detail, please see the Cost Structure Benchmarks chapter.

· Online demand is expected to support the industry, boosting demand for industry products. For more detail, please
see the Products and Services chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.
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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition The Home Improvement Stores industry in Canada sells a range of home repair and maintenance goods, such as

hardware tools, electrical goods, lumber and structural material for construction and renovations. Operators
purchase goods from domestic and international manufacturers and wholesalers, and sell them to end users, such
as do-it-yourself consumers and professional contractors. Stores that focus on a specific area, such as flooring or
wall coverings, are excluded from this industry.

Major Players Lowe's

Home Depot of Canada Inc.

Main Activities The primary activities of this industry are:

Retailing plumbing products

Retailing electrical products

Retailing tools

Retailing housewares

Retailing hardware

Retailing lawn and garden supplies

The major products and services in this industry are:

Lawn and garden supplies

Tools, equipment, paint and flooring

Lumber and other building materials

Household appliances and housewares
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Supply Chain

SIMILAR INDUSTRIES

Homebuilders in Canada Hardware Stores in Canada Lumber & Building Material Stores
in Canada

Lawn & Outdoor Equipment Stores
in Canada

Used Goods Stores in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Home Improvement Stores in the
US

Paint Stores in the US BBQ & Outdoor Cooking Stores Hardware and Building Supplies
Retailing in Australia

Hardware & Home Improvement
Stores in the UK

Hardware and Building Supplies
Retailing in New Zealand

Hardware & Home Improvement
Stores in Ireland
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Industry at a Glance
Key Statistics

$31.5bn
Revenue

Annual Growth

2016–2021

4.5%

Annual Growth

2021–2026

1.3%

Annual Growth

2016–2026

 

$1.5bn
Profit

Annual Growth

2016–2021

4.5%

  Annual Growth

2016–2021

 

4.9%
Profit Margin

 

 

1,274
Businesses

Annual Growth

2016–2021

-0.4%

Annual Growth

2021–2026

0.5%

Annual Growth

2016–2026

 

102k
Employment

Annual Growth

2016–2021

1.5%

Annual Growth

2021–2026

1.3%

Annual Growth

2016–2026

 

$4.1bn
Wages

Annual Growth

2016–2021

2.5%

Annual Growth

2021–2026

1.3%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

2.3%
Per capita disposable income

7.4%
Housing starts

-0.3pp
Overnight rate

2.3%
Residential renovation
expenditure

3.0%
Number of households earning
$100K or more

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Regulation & Policy

Light / Steady

  Technology Change
Low   Industry Globalization

Low / Increasing

MIXED IMPACT

  Life Cycle
Mature   Revenue Volatility

Medium

  Concentration
Medium   Barriers to Entry

Medium / Steady

  Competition
Medium / Steady

NEGATIVE IMPACT

  Industry Assistance
Low / Steady

 

Key Trends

 Strong demand from remodelling projects has supported
industry performance

 External competition has intensified for home improvement
store operators

 The industry's smaller players struggled to compete with
larger companies

 IBISWorld expects housing starts to decrease over the next
five years

 The largest players will likely continue their dominance by
maintaining strong brand names

 Some smaller players may compete with larger companies
by offering niche products

 The industry's largest players have expanded their offerings
to include complementary services
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Volatility

  Low Imports

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Level of Assistance

  Low Profit vs. Sector Average

  High Customer Class Concentration

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2016-2021)

  High Performance Drivers

  Overnight rate

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Outlier Growth

  Low Revenue Growth (2021-2026)

  Per capita disposable income
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Executive Summary This old house: Industry retailers will likely increase their service
offerings to remain competitive

Operators in the Canadian Home Improvement Stores industry cater to a wide variety of markets, including
professional, do-it-for-me and do-it-yourself customers. Industry players offer a broad range of products aimed at
improving existing structures and constructing new ones. While the industry is heavily reliant on the health of the
overall economy, industry performance is also dependent on dynamics in construction-related markets. Over the five
years to 2021, volatile construction markets and external competition have become more prominent, posing a threat
to industry operators. Despite the COVID-19 (coronavirus) pandemic hindering consumer confidence, industry
revenue grew in 2020. As a result, IBISWorld projects industry revenue will increase at an annualized rate of 4.5%
to $31.5 billion over the five years to 2021, including an increase of 6.5% in 2021 alone.

The industry sells fairly homogenous product lines, which has heightened priced-based competition. As a result, a
few key companies that use economies of scale to accumulate and maintain high market shares largely dominate
the industry. In recent years, the industry's largest players have expanded their offerings to include complementary
services such as window and roof installation, which have helped the industry cope with fluctuations in downstream
markets over the past five years. With large companies such as Lowe's Companies Canada ULC (Lowe's Canada)
and the Home Depot of Canada Inc. (Home Depot Canada) dominating the industry, smaller players have struggled.
Consequently, the coronavirus pandemic hindered industry profit in 2020, as operators focused on keeping prices
low to compete with larger companies. However, with the Government of Canada defining this industry as an
essential business during the pandemic, revenue loss was mitigated compared with nonessential operators.

Over the five years to 2026, a recovering economy is expected to support industry expansion. With Lowe's Canada
and the Home Depot Canada expected to gain even more market share, industry dynamics may largely be based on
the performance of these companies. As competition picks up and construction markets remain volatile, industry
retailers will likely be forced to increase their service offerings and price-based promotions. Consequently, IBISWorld
projects industry revenue will increase at an annualized rate of 1.3% to $33.7 billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Per capita disposable income

Home improvement store sales depend on per capita disposable income, which is a major determinant of
homeownership rates, home improvement activity and retail sales in general. Industry demand increases as
disposable income rises because individuals with higher incomes are more likely to buy houses or make
improvements to their property. Per capita disposable income is expected to increase in 2021, representing a
potential opportunity for the industry.

 

Housing starts

As the number of new dwellings grows, demand for the products and services offered by industry operators is also
expected to rise. Moreover, an increase in the number of housing starts generally correlates to higher consumer
confidence, which also drives demand for home improvement projects. The number of housing starts is expected to
increase in 2021.

 

Residential renovation expenditure

The Home Improvement Stores industry in Canada is sensitive to residential renovation expenditure. Growth in do-it-
yourself projects has enabled many consumers to personally complete home alterations and additions, boosting
industry demand. Residential renovation expenditure is expected to increase in 2021.

 

Number of households earning $100K or more

High-earning households are the most likely to invest in home improvements, and therefore, purchase goods from
home improvement stores. As a result, as the number of high-earning households increases, so does industry
revenue. The number of households earning $100,000 or more is expected to increase in 2021.

 

Overnight rate

Interest rates are an important determinant of industry demand because lower rates and credit standards increase
consumers' abilities to purchase property or pay for home improvement projects. Most property purchases and
home improvement activities are financed by loans, so costs tend to fluctuate with interest expenses. The overnight
rate is expected to plummet in 2021 in response to the COVID-19 (coronavirus) pandemic, however, recent volatility
poses a potential threat to the industry.
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Current
Performance

The Home Improvement Stores industry in Canada is expected to grow
over the five years to 2021.

Volatility in residential construction markets and external competition have threatened industry operators over the
past five years. Despite the heightened competitive environment, the rising concentration of large big-box operators,
such as the Home Depot of Canada Inc. (Home Depot Canada), has permitted the industry to stave off external
competition via economies of scale by offering a wide selection of products, low prices and strong customer service.
Furthermore, the COVID-19 (coronavirus) pandemic is expected to support industry performance in 2020 and 2021.
As a result, IBISWorld projects industry revenue will increase at an annualized rate of 4.5% to $31.5 billion over the
five years to 2021, including an increase of 6.5% in 2021 alone.

DOWNSTREAM DEMAND

Industry revenue moves closely in line with the overall health of
construction markets.

More homeowners often means more consumers demanding supplies for repairs and renovations. New home
construction provides an additional boost because contractors and homebuilders frequent home improvement stores
for items such as supplies and tools. Housing starts began to decline late during the period, resulting in weakened
demand for industry goods from homebuilders. While new home construction markets have displayed some
volatility, residential renovation expenditure has increased over the past five years. Despite the coronavirus
pandemic hindering consumer confidence, the growing popularity of undertaking home improvement projects among
Canadian consumers has caused many to flock to home improvement stores. This do-it-yourself (DIY) trend has
boosted demand for industry merchandise. With the residential market accounting for most industry revenue, strong
demand from remodelling projects has supported industry performance. Furthermore, with operators considered as
an essential business during the coronavirus pandemic, do-it-for-me services have increased as a share of revenue
in 2021, supporting overall revenue.

COMPETITIVE ENVIRONMENT

Similar to many retail trade industries, external competition has
intensified for home improvement store operators.

Operators compete with the Canadian Hardware Stores industry (IBISWorld report 44413CA), the Lumber and
Building Material Stores industry (44419CA) and the Lawn and Outdoor Equipment Stores industry (44421CA) in
addition to department stores and online retailers. Furthermore, Canada's largest home improvement-specific
shopping mall that opened in 2016, Improve Canada, boasts about 400 specialized home improvement stores.
These stores are specialized, and consequently, do not fall under this industry. Centres such as Improve Canada
enable customers to conveniently browse through a variety of niche products in multiple product lines. Nonetheless,
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over the past five years, industry operators have gained competitive advantages against these competitors.

Big-box stores, such as Lowe's Companies Canada ULC (Lowe's Canada) and Home Depot Canada, have
flourished while small industry operators have struggled from heightened competition. Large stores take advantage
of their size by buying their materials and supplies for resale in bulk, enabling price discounts across the board that
are passed on to customers. These economies of scale, along with strong brands, have enabled them to maintain
their share of the industry and compete effectively with both online retailers and brick-and-mortar locations. Large
operators have also expanded their market share through acquisitions. For example, in May 2016, Lowe's
Companies Inc. completed its acquisition of Rona Inc., which was formerly the second-largest company in the
industry. The acquisition is expected to boost Lowe's Canada's share of the market by more than threefold.

INDUSTRY LANDSCAPE

Industry sales fluctuate seasonally.

The highest volume of sales generally occurs in the spring and summer, while the lowest volume of sales generally
occurs in the winter. Spring is an important time for this industry as consumers start to focus on preparing their
homes, such as doing spring cleaning, for projects that are planned in the upcoming months. Severe winter weather
conditions cause a decline in home improvement activity, and therefore, a drop in business activity for home
improvement centres. With the pandemic boosting demand for industry services, industry profit, measured as
earnings before interest and taxes, is expected to account for 4.9% of revenue in 2021, experiencing slight volatility
over the five years to 2021.

Industry players compete heavily on price due to the homogenous nature of their products. Price competition has
heightened over the past five years among other industry operators and online retailers. Online retailers are of
particular threat to industry operators because they enable consumers to compare prices, read product reviews and
shop for merchandise without leaving home. To compete with online retailers, the industry's larger companies have
begun providing complementary services such as DIY tutorials and window and roof installation. Lower prices and
increased service offerings have helped retain some customers, but at the expense of profit. Consequently, while
the industry's larger players weathered and solidified themselves over the past five years, the industry's smaller
players struggled to compete. However, amid the coronavirus pandemic, a lumber shortage and a surge in
residential investment have led to a price increase, with pricing being passed down to customers; as a result,
operators will likely continue to compete with slowing demand in 2021. Thus, the number of industry establishments
is expected to fall at an annualized rate of 0.3% to 2,210 locations over the five years to 2021. In addition, industry
employment is expected to increase at an annualized rate of 1.5% to 101,928 workers during the same period.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Residential
renovation

expenditure
($b)

2012 21,442 4,515 2,154 1,273 88,669 N/A N/A 3,286 N/A 45.9
2013 21,860 4,511 2,158 1,269 88,511 N/A N/A 3,165 N/A 46.7
2014 22,453 4,503 2,133 1,251 90,356 N/A N/A 3,165 N/A 48.4
2015 23,914 4,823 2,148 1,253 86,012 N/A N/A 3,285 N/A 49.1
2016 25,322 5,179 2,238 1,300 94,507 N/A N/A 3,598 N/A 50.6
2017 26,284 5,464 2,287 1,328 100,928 N/A N/A 3,702 N/A 52.3
2018 26,516 5,452 2,370 1,373 91,070 N/A N/A 3,588 N/A 53.2
2019 26,147 5,266 2,297 1,329 91,166 N/A N/A 3,590 N/A 52.9
2020 29,605 5,252 2,234 1,289 98,008 N/A N/A 3,901 N/A 49.7
2021 31,518 6,027 2,210 1,274 101,928 N/A N/A 4,076 N/A 56.8
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Industry Outlook
Outlook Over the five years to 2026, heightened external and internal competition

are expected to pose a threat to operators in the Home Improvement
Stores industry in Canada.

However, with volatile construction markets as the economy recovers from the COVID-19 (coronavirus) pandemic,
IBISWorld expects industry revenue growth to be at a slower rate moving forward. Moreover, rebounding consumer
confidence is also expected to support revenue growth over the next five years. Consequently, IBISWorld projects
industry revenue will increase at an annualized rate of 1.3% to $33.7 billion over the five years to 2026.

DOWNSTREAM DEMAND

Industry revenue moves closely in line with the overall health of the
housing market.

The more homeowners, the more consumers there are to demand supplies for repairs and renovations. New home
construction provides an additional boost because contractors and homebuilders frequent home improvement stores
for necessary supplies. However, due to 2018 mortgage rules implemented by the Office of the Superintendent of
Financial Institutions and a subsequent weaker housing market in 2018 and 2019, the housing market was originally
expected to cool down over the five years to 2026. The new mortgage rules required all Canadian homebuyers to
undergo a mortgage stress test, regardless of the size of the down payment, and as a result, more people will likely
have to settle for a lower housing budget.

With a lower budget for buying homes, people may be less hesitant to move since the opportunity cost of moving
may not be worth it and consumers may renovate their existing homes instead. Consequently, IBISWorld expects
housing starts to decrease over the next five years. However, nonresidential construction activity is expected to pick
up sharply, in large part due to an anticipated recovery in the price of oil and agricultural commodities over the five
years to 2026. This is expected to spur business investment in downstream markets in a commodity-driven
Canadian economy.

INDUSTRY LANDSCAPE

The industry's largest players are expected to continue their dominance
by maintaining strong brand names and cost efficiencies.

In May 2016, Lowe's Companies Inc. (Lowe's) finalized its acquisition of Rona Inc., furthering the industry's
concentration. Furthermore, both Lowe's Companies Canada ULC and the Home Depot of Canada Inc. are
anticipated to continue to benefit from economies of scale by buying their materials and supplies for resale in bulk,
enabling price discounts across the board that are then passed on to customers. Furthermore, both companies
possess extensive marketing capabilities, and this luxury is something that smaller operators in the industry cannot
afford. Economies of scale are likely to lead to strong growth moving forward, enabling them to further expand
across Canada. Smaller companies with local operations are expected to suffer, as larger players control more of
the industry.

As a result, IBISWorld projects the number of industry establishments will increase an annualized 0.6% to 2,275
locations over the five years to 2026. Industry wages are also anticipated to rise, increasing at an annualized rate of
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1.3% to $4.3 billion during the same period. As competition intensifies, industry operators are expected to
increasingly rely on their staff to provide superior customer service. More stores are expected to provide additional
services, such as do-it-yourself tutorials and customer loyalty programs, as a way to differentiate themselves in the
saturated market.

INDUSTRY PROFIT

Players compete heavily on price due to the homogenous nature of
industry products.

Price competition is expected to remain prominent due to the growing external competition from e-tailers and
specialty stores. In addition, operators also compete with promotions such as loyalty programs. The industry's larger
companies also provide complementary services, such as window or roofing installation, to further entice customers.
With the economy expected to recover, industry profit is expected to reach average levels before the effects of the
coronavirus pandemic. While operators that benefit from economies of scale may achieve higher profit, intense price
competition is expected to keep industry profit subdued. Additionally, some smaller players may seek to compete
with larger companies by offering niche products, which generally earn a higher profit margin. Consequently, profit is
expected to vary greatly on a company-by-company basis and will likely increase over the five years to 2026.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Residential
renovation

expenditure
 ($b)

2021 31,518 6,027 2,210 1,274 101,928 N/A N/A 4,076 N/A 56.8
2022 32,001 6,129 2,231 1,285 103,455 N/A N/A 4,137 N/A 60.5
2023 32,286 6,212 2,246 1,294 104,744 N/A N/A 4,186 N/A 61.7
2024 32,661 6,293 2,258 1,300 105,923 N/A N/A 4,233 N/A 63.1
2025 33,150 6,389 2,269 1,305 107,153 N/A N/A 4,285 N/A 64.5
2026 33,660 6,493 2,275 1,307 108,705 N/A N/A 4,348 N/A 65.9
2027 34,228 6,602 2,289 1,314 110,496 N/A N/A 4,420 N/A 67.3
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

The industry has established downstream consumer and business markets

Products are essentially homogeneous across operators

Technological developments are focused on lowering costs rather than new product introductions

The Home Improvement Stores industry in Canada is in the mature stage of its life cycle. Industry value added
(IVA), which measures an industry's contribution to the overall economy, is expected to grow at an annualized rate
of 2.3% over the 10 years to 2026. Conversely, Canadian GDP is forecast to grow at an annualized rate of 1.9%
during the same period. The industry has established downstream consumer and business markets, which is
indicative of an industry's maturity.

The rise in popularity of do-it-yourself projects over the past decade has provided an important growth channel for
this industry. Additionally, the growing scope of larger companies has enabled profit to remain relatively stable prior
to the COVID-19 (coronavirus) pandemic, with more stores benefiting from economies of scale. The industry has
also experienced increasing homogenization across operators, leading to consolidation as the industry's larger
companies take advantage of their economies of scale to consolidate market share. Technological innovations in the
industry are marginally improving inventory and sale costs, but are not significantly altering product offerings.
However, unlike many retail industries, the industry is not rapidly shrinking due to online competition because the
ability to physically inspect home improvement products before purchase remains important for many buyers.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Electricians in Canada

Drywall Installers in Canada

Flooring Installers in Canada

Consumers in Canada

Homebuilders in Canada

Plumbing in Canada

2nd Tier

Consumers in Canada

Key Selling Industries
1st Tier

Lumber Wholesaling in Canada

Electrical Equipment Wholesaling in Canada

Tool & Hardware Wholesaling in Canada

Plumbing, Heating & Air-Conditioning Equipment
Wholesaling in Canada

Floor Covering Wholesaling in Canada

2nd Tier

Sheet Metal, Window & Door Manufacturing in Canada

Wire & Cable Manufacturing in Canada

Lighting Fixtures Manufacturing in Canada

Cabinet & Vanity Manufacturing in Canada

Blind & Shade Manufacturing in Canada

Products & Services

  Operators in the Canadian Home Improvement Stores industry are heavily
dependent on downstream demand for each product segment.

However, companies still endure rising external competition from operators in the Hardware Stores industry in
Canada (IBISWorld report 44413CA) and from online retailers. Moreover, despite the COVID-19 (coronavirus)
pandemic hindering consumer spending and consumer confidence, IBISWorld expects industry demand to have
increased due to more renovations.

TOOLS, EQUIPMENT, PAINT AND FLOORING

IBISWorld expects tools, equipment, paint and flooring to account for
42.8% of industry revenue in 2021, decreasing as a share of revenue over
the five years to 2021.

Tools include power tools, saws, woodworking tools and tool accessories. Flooring includes carpets, tile, hardwood
and rugs. IBISWorld expects industry operators to take business from small specialty retailers such as paint stores
and floor covering stores. Although specialty stores offer a wide range of products and highly trained employees,
industry operators have increasingly focused on customer service and expanding product lines. Over the five years
to 2026, this segment is expected to remain the largest industry product category.

HOUSEHOLD APPLIANCES AND HOUSEWARES
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IBISWorld expects household appliances and housewares to account for
19.0% of industry revenue in 2021, increasing as a share of revenue over
the five years to 2021.

This is due to operators offering small kitchenware items and housewares items at a competitive price. Typically, as
disposable income levels increase, more consumers are able to purchase higher-end housewares from retailers,
supporting this segment's share of industry revenue.

LUMBER AND OTHER BUILDING MATERIALS

IBISWorld expects lumber and other building materials to account for
20.1% of industry revenue in 2021, increasing as a share of revenue over
the five years to 2021.

This segment includes lumber, panelling, railings, fences, roof shingles, moulding and fasteners. This segment's
share of revenue has increased during the period as the price of lumber rose due to the pandemic. However,
slowing residential construction activity is expected to alleviate lumber prices in late 2021 and in 2022.

LAWN AND GARDEN SUPPLIES

IBISWorld expects lawn and garden supplies to account for 18.1% of
industry revenue in 2021, remaining relatively stable as a share of revenue
over the five years to 2021.

This segment includes decking, patio furniture, garden tools, lawn care, pots and planters and landscaping supplies.

Demand
Determinants

Operators in the Canadian Home Improvement Stores industry primarily
sell directly to consumers, such as homeowners, contractors,
electricians, plumbers, landscapers, property managers and maintenance
professionals.

Demand for home improvement goods is heavily dependent on the housing market and disposable income levels.
When consumers have less disposable income, they are less inclined to spend money on renovations in their
homes.

Demand for industry products are also dependent on the number of housing starts. When fewer homes are being
constructed, there is less demand for contractors, plumbers, electricians and landscapers to help with the
construction process. However, industry operators have benefited from an increase in residential renovation
projects. Demand for industry products is also dictated by broader retail trends. As consumers become more
confident and increase their spending, spending on industry products will likely increase as well.

Major Markets

  Consumers are the main market for the Home Improvement Stores
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industry in Canada, accounting for more than 70.0% of industry revenue
in 2021.

  Consumers are further broken down into do-it-yourself (DIY) consumers and do-it-for-me (DIFM) consumers. Due to
the COVID-19 (coronavirus) pandemic, IBISWorld expects the commercial market to decline.

DO-IT-FOR-ME CONSUMERS

IBISWorld expects the DIFM market to account for 50.1% of industry
revenue in 2021, increasing as a share of revenue over the five years to
2021.

DIFM customers shop at home improvement stores to purchase products necessary to complete home renovations
and repairs for others. These customers sometimes also purchase installation services from the stores' independent
contractors, if available. The Home Depot of Canada Inc. and Lowe's Companies Canada ULC, two established
major players, both offer installation and repair services for customers through their contractors.

DO-IT-YOURSELF CONSUMERS

IBISWorld expects the DIY market to account for 23.0% of industry
revenue in 2021, increasing as a share of revenue over the five years to
2021.

DIY customers shop at home improvement stores to purchase products and tools to use when completing their
home repairs and renovations. These customers tend to place a high value on the level of customer service
provided by industry operators. Store employees at many home improvement stores are there to help DIY
customers find the right tools and equipment for their projects and offer helpful advice on how to successfully
complete the project. Furthermore, this segment's share of revenue has increased over the past five years as more
consumers opted to engage in small-scale remodelling rather than large-scale building projects.

COMMERCIAL

IBISWorld expects the commercial market to account for 26.9% of
industry revenue in 2021, decreasing as a share of revenue over the five
years to 2021.

The commercial market is made up of professional workers that purchase goods from home improvement stores to
complete home renovations and projects. These workers include contractors, electricians, plumbers, landscapers,
property managers and maintenance professionals. The professional workers purchase products, such as electrical
equipment, lumber and building materials, tools and appliances, to use when renovating a home or helping to build a
new home or commercial structure.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The value of imports and exports within the Canadian Home Improvement Stores industry is accounted for at the
manufacturing level. Downstream manufacturing industries include Screw, Nut and Bolt Manufacturing in Canada
(IBISWorld report 33272CA), Electrical Equipment Manufacturing in Canada (33531CA) and Power Tools and Other
General-Purpose Machinery Manufacturing in Canada (33399CA).
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Business
Locations

  The locations of establishments in the Canadian Home Improvement Stores industry are partially based on population trends, as
consumers are the major market for this industry. Additionally, the downstream clients that purchase goods from industry
operators are also typically located in populous areas. These customers include electricians, contractors and other maintenance
professionals or establishments.

In 2021, Ontario accounts for the largest portion of industry establishments, home to an estimated 28.4%. This region is also the
most densely populated region, accounting for 38.8% of the population in 2021. The two largest players in the industry, the Home
Depot of Canada Inc. and Lowe's Companies Canada ULC, have their Canadian headquarters in Toronto, which also contributes
to the high percentage of establishments in this region.

Quebec is the second-largest region, accounting for an estimated 27.1% of industry establishments and 22.5% of the population
in 2021. British Columbia is the third-largest region, accounting for 10.3% of home improvement stores and 13.6% of the
population in 2021. These regions have a large portion of establishments due to their high population density. As home
improvement stores primarily sell to consumers, industry operators locate stores in densely populated areas to be accessible to
the maximum share of potential customers.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

The Home Improvement Stores industry in Canada has a medium level of market share concentration, with the
industry's two largest players expected to account for more than 50.0% of industry revenue in 2021. The Home
Depot of Canada Inc. (Home Depot Canada) and Lowe's Companies Canada ULC (Lowe's Canada) dominate the
industry, while many smaller players have ceased operations. Industry concentration has increased over the five
years to 2021 due to increased price competition, volatile demand and notable acquisitions. For instance, in May
2016, Lowe's Companies Inc. completed its acquisition of Rona Inc., one of the largest Canadian retailers of home
improvement goods, increasing Lowe's Canada's market share in fiscal 2017 (year-end January). With the
COVID-19 (coronavirus) pandemic hindering the overall economy in 2020, IBISWorld projects any unforeseen
delays in economic recovery and permanent closures of small retailers to result in the continuous support of Lowe's
Canada and the Home Depot Canada. Consequently, IBISWorld expects market share concentration to continue
growing over the five years to 2026.

Key Success
Factors

IBISWorld identifies 250 Key Success Factors for a business. The most important for this industry are:

Having a loyal customer base:
It is important for industry operators to have a loyal customer base to have repeat buyers. Since home improvement
stores typically sell the same products, operators need to distinguish themselves with pricing and customer service
to retain customers.

Having a wide and expanding product range:
Home improvement stores sell a vast range of products. Since customers shop at these stores for everything
needed for home remodelling and improvements, it is important for operators to have a wide range of products.

Experienced work force:
Since industry operators generally sell similar products, it is important for companies to distinguish themselves
based on their high level of customer service, which stems from an experienced workforce.

Having links with suppliers:
Home improvement stores need to have established links with suppliers to buy their products at lower prices and be
able to sell them less expensively, boosting their competitive edge.

Proximity to key markets:
Stores need to be located in areas where there is a high volume of passing traffic to maximize exposure to potential
customers.

Ability to provide testing or thermometers for on-site employees:
The industry is very labour intensive and keeping employees safe will enable operators to continue production.



Home Improvement Stores in Canada November 2021

22 IBISWorld.com

Cost Structure
Benchmarks

  Profit

Industry profit, measured as earnings before interest and taxes, is
expected to account for 4.9% of revenue in 2021, experiencing slight
volatility over the five years to 2021. Typically, industry profit increases
as a result of the economy recovering from sluggish economic periods.
Furthermore, the largest players benefit almost exclusively from
economies of scale. Therefore, industry operators such as the Home
Depot Canada and Lowe's Canada typically earn higher profit than
smaller operators. These large national level chains also have
significant brand recognition, putting them in an advantage over other
competitors. However, the industry landscape is defined by smaller
operators, resulting in the industry being more susceptible to the
COVID-19 (coronavirus) pandemic. Despite this, recovery in 2021 is
expected to be supported by the two largest players as market
concentration continues to rise. IBISWorld expects industry profit to
marginally increase over the five years to 2026. Moreover, any
prolonged recovery in the economy and consumer confidence poses a
threat to industry volatility over the next five years.

 

  Wages

Industry wages are estimated to account for 12.9% of revenue in 2021,
down from 14.2% in 2016. Operators typically cut staff hours or switch
to part-time labour during periods of low demand. Furthermore, the
emergence of new point-of-sale devices and the continued shift to
online shopping have enabled operators to cut overall labour costs.
Nonetheless, the industry is still labour intensive, with employees
undertaking a variety of duties, including the arrangement and stocking
of product display shelves, cash handling, transaction processing and
assisting customers with queries. To capitalize on the do-it-yourself
(DIY) trend among budget-conscious consumers, companies are also
relying on employees to present workshops and demos on DIY projects
for customers. IBISWorld expects wages' share of revenue to remain
relatively stable over the five years to 2026. Moreover, IBISWorld
projects industry wages to not shift drastically, as operators cannot fully
automate every task required of them.
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  Purchases

Purchase costs are estimated to account for 69.1% of industry revenue
in 2021, up from 68.4% in 2016. Purchases are often the most
significant cost for home improvement stores. Companies source their
merchandise directly from manufacturers across the world. Over the
five years to 2021, major players have implemented inventory tracking
systems, which have lowered inventory carrying costs. Furthermore,
amid the coronavirus pandemic, a lumber shortage and a surge in
residential investment have led to price increases. As a result,
IBISWorld expects purchase costs to increase. However, slowing
residential construction activity is expected to alleviate lumber prices in
2022. In addition, the industry's smaller players will likely need to adopt
inventory tracking systems or risk being priced out of the market.

 

  Marketing

Marketing costs are expected to account for 1.3% of industry revenue
in 2021. This includes spending on print and digital advertising and
promotional displays and decorations.

 

  Depreciation

Depreciation costs are expected to account for 1.3% of industry
revenue in 2021, remaining stable as a share of revenue over the past
five years. Depreciable assets include display shelving, cash registers,
scanning equipment, buildings, furniture and other property. The cost of
depreciation varies among competitors, with larger players generally
having higher capital costs. IBISWorld expects depreciation's share of
revenue to remain stable over the five years to 2026.

 

  Rent

Rent costs are expected to account for 2.1% of industry revenue in
2021. Rent costs are largely related to leases on office, store and
warehouse space.
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  Utilities

Utility costs are expected to account for 0.9% of industry revenue in
2021. Utility costs are related primarily to maintenance costs associated
with operating branches and distribution centres, such as electricity,
water and heating.

 

  Other Costs

Other expenses include costs related to things such as software, legal
and general and administrative costs. IBISWorld expects other costs to
account for 7.5% of industry revenue in 2021, increasing over the past
five years as software expenses have increased as information
technology plays an increasingly important role in industry business
operations.

 

Basis of
Competition

Competition in this industry is    Medium and the trend is Steady

  INTERNAL COMPETITION

The Home Improvement Stores industry in Canada has a moderate level of
competition.

Industry operators mainly compete on the basis of price, store location, product range, brands, customer service and
level of expertise of the employees. Home improvement stores compete heavily on the pricing of their products as
most of these products are sold at multiple stores. Since industry operators source their products from upstream
suppliers and do not manufacture the products themselves, many of the same products are sold at different
operators' establishments. To remain competitive, suppliers try to out-price their competitors.

The product range offered by a home improvement store also factors into the basis of competition. Major players
such as the Home Depot of Canada Inc. (Home Depot Canada) and Lowe's Companies Canada ULC offer a diverse
portfolio of products in their stores. Since home improvement stores are supposed to carry a wide range of goods,
everything from kitchen appliances to gardening equipment, it is important to have many different types of products.
The brands the operator stocks can also lead to a competitive edge. Operators that stock brand name products with
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a reputation for quality are better able to attract customers. Home improvement stores also compete based on the
level of expertise and helpfulness of their staff. As many consumers use home improvement stores when they are
working on do-it-yourself projects, the level of expertise of the staff is very important.

EXTERNAL COMPETITION

Industry operators also compete with companies in the Hardware Stores
industry in Canada (IBISWorld report 44413CA).

Hardware stores typically offer a smaller range of products but have a higher level of customer service. Furthermore,
the E-Commerce and Online Auctions industry in Canada (45411aCA) poses a growing threat to the industry. Online
retailers enable customers to better compare prices across products, saving them time and money. Additionally,
product selections online tend to be larger than those in brick-and-mortar establishments. To compete with hardware
stores and e-commerce competitors, industry operators have increased their focus on customer service and the
expertise of their employees.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Steady

  The Home Improvement Stores industry in Canada has
moderate barriers to entry given the level of concentration
and sizable initial investment costs to enter the market.
The industry is characterized by a high degree of market
share concentration due to the top two major players
accounting for more than 50.0% of industry revenue in
2021. The strong presence of these players may make it
difficult for a new operator to enter the market and attract
customers. To compensate for the strong branding of
these established major companies, a new entrant would
likely need to allocate a sizeable amount of resources on
advertising, contributing to the high initial investment cost.

Home improvement stores must also have a wide range
of products to attract and retain customers. Purchasing
products from upstream suppliers is costly for a new
entrant and will require a high initial investment.
Additionally, major players already have established
contracts with suppliers, lowering the price for the
products. A new entrant may have difficulty in negotiating
a contract with suppliers to have low costs for the
products. If a new entrant is unable to have links with
suppliers, it will cause its products to be more expensive
and not permit the entrant to compete on price.
Additionally, a new operator will need to find a suitable
retail location in a population dense area to attract
customers, which can be costly.

Barriers to Entry Checklist

Competition Medium  

Concentration Medium  

Life Cycle Stage Mature  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  The Home Improvement Stores industry in Canada has a moderate level of globalization since the largest players of
the industry are foreign-owned. Lowe's Companies Canada ULC is the subsidiary of a US parent company, and has
significantly expanded its operations in Canada over the five years to 2021. In addition to opening up new locations,
the company acquired Rona Inc. in 2016, further boosting foreign operators' share of the market. However,
globalization is moderate in this industry due to the strong presence of domestic players. Most industry
establishments operate on a local or regional basis.
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Major Companies

Major Players Lowe's Companies Canada ULC

Market Share: 33.5%

  Lowe's Companies Canada ULC (Lowe's Canada) is the Canadian subsidiary of Lowe's Companies Inc. (Lowe's), a
global home improvement retailer. Founded in 1946, the company is headquartered in Mooresville, NC. The
company has retail stores across the United States, Canada and Mexico. The company's Canadian headquarters
are located in Toronto. Similar to its competitor, the Home Depot Inc., Lowe's offers a range of home building
supplies, including appliances, lumber, paint, building materials, lawn and landscape products, flooring, hardware,
lighting, cabinets and countertops and home fashion. In fiscal 2020 (year-end January), the company generated
$120.0 billion in global revenue (latest data available).

In May 2016, Lowe's completed the $3.2 billion acquisition of Rona Inc. (Rona), which was previously the industry's
second-largest company. The acquisition added 245 Rona store locations and 22,000 employees to Lowe's,
bringing the company's total store count in Canada to 299 establishments that same year. The acquisition
significantly diversified the company's geographic spread and more than tripled the company's Canadian-specific
revenue.

However, in October 2018, the company announced the closure of 31 domestic stores, along with 20 stores in the
United States, in an effort to streamline operations and improve profit. As of January 2021, the company has
reported operating 240 stores in Canada. Moreover, the company is investing significantly in its digital investment to
increase online sales. IBISWorld expects domestic operations to account for less than 15.0% of global revenue in
over the five years to fiscal 2021. Moreover, the company's industry-relevant sales are projected to account for less
than 70.0% of global sales during the period.

Financial performance

The company's industry-relevant revenue is expected to increase at an annualized rate of 44.5% to $10.6 billion
over the five years to fiscal 2021. Most of this increase is attributable to the Rona acquisition, with industry-relevant
revenue increasing more than 350.0% in fiscal 2017. The company has also benefited from a pickup in residential
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renovation expenditure, in addition to the uplift in demand for general retail goods that has come with increased
consumer confidence and spending. Moreover, due to the company being classified as an essential business during
the COVID-19 (coronavirus) pandemic, IBISWorld projects the company's industry-relevant revenue to grow more
than 15.0% in fiscal 2020.

The company's industry-relevant operating profit is similarly expected to increase, largely driven by the acquisition of
Rona. Consequently, IBISWorld expects the company's industry-relevant operating profit, measured as earnings
before interest and taxes, to increase an annualized 53.6% to $1.3 billion over the five years to fiscal 2021. With the
economy expected to recover, company revenue and operating profit will likely continue to expand in fiscal 2021.

 
Lowe's Companies Canada ULC (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 1,676.1 N/C 150.7 N/C
2017-18 8,142.6 385.8 781.5 418.6
2018-19 7,785.7 -4.4 438.7 -43.9
2019-20 8,100.0 4.0 708.9 61.6
2020-21 9,563.7 18.1 1,029.7 45.3
2021-22 10,572.2 10.5 1,289.1 25.2

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from USD to CAD); **Year-end January

Home Depot of Canada Inc.

Market Share: 17.7%

  The Home Depot of Canada Inc. (Home Depot Canada) is a subsidiary of the Home Depot Inc. (Home Depot). The
Home Depot is a home improvement retailer with operations in the United States, Canada and Mexico. The
company, headquartered in Atlanta, was founded in 1978. The Home Depot expanded into Canada in 1992 and set
up its Canadian headquarters in Toronto. In fiscal 2020 (year-end January), the company generated $177.0 billion in
global revenue (latest data available).

The Home Depot Canada reports operating 182 stores across Canada in fiscal 2020 (latest data available). The
company's stores carry more than 35,000 products, which include plumbing, electrical and kitchen goods; hardware
and seasonal goods; building material; lumber and millwork; and paint, flooring and wall coverings. These products,
which include both brand-name and proprietary items, are primarily catered to do-it-yourself, do-it-for-me and
professional home improvement customers. The company focuses on its customer service expertise to have a
competitive edge among its competitors. The Home Depot Canada employs staff with specific expertise to meet the
needs of its diverse customer base and offers frequent “how-to” workshops. Domestic operations are expected to
account for less than 10.0% of global revenue over the five years to fiscal 2021.

Financial performance

Home Depot Canada's industry-relevant revenue is expected to increase at an annualized rate of 6.4% to $5.6
billion over the five years to fiscal 2021. The company's industry-relevant revenue has increased steadily over the
past five years despite volatile construction markets. This is largely due to a booming economy that has buoyed the
overall retail trade sector. In fact, the company hired more than 6,200 new Canadian workers in spring 2017 to help
absorb rising seasonal demand for industry goods. Moreover, due to the company being classified as an essential
business during the coronavirus pandemic, IBISWorld projects its industry-relevant revenue to grow in fiscal 2020.

The company's operating profit has also been rising over the past five years due to inexpensive contracts with
suppliers and higher-margin products being sold. Consequently, IBISWorld expects Home Depot Canada's industry-
relevant operating profit, measured as earnings before interest and taxes, to increase an annualized 8.3% to $867.3
million over the five years to fiscal 2021.
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Home Depot of Canada Inc. (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 4,098.6 N/C 581.8 N/C
2017-18 4,256.3 3.8 619.3 6.4
2018-19 4,408.3 3.6 632.7 2.2
2019-20 4,520.2 2.5 649.7 2.7
2020-21 5,146.2 13.8 712.0 9.6
2021-22 5,590.8 8.6 867.3 21.8

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from USD to CAD); **Year-end January

Other Companies Home Hardware Stores Ltd.

  Market Share: 4.4%
  Home Hardware Stores Ltd. (Home Hardware) is a Canadian-owned company since 1964. The company operates

more than 1,000 stores in Canada under its Home Hardware, Home Hardware Building Centre, Home Building
Centre and Home Furniture brand. Through its network, the company sells more than 100,000 products and is
recognized as one of the largest, private-owned domestic retailers in Canada. Due to the company being classified
as an essential business during the COVID (coronavirus) pandemic, Home Hardware's industry-relevant revenue
grew in 2020. IBISWorld anticipates the company to generate $1.4 billion in industry-relevant revenue in 2021, with
a market share of 4.4%.

Kent Building Supplies Inc.

  Market Share: 2.8%
  Kent Building Supplies Inc. (Kent Building Supplies) is a Canadian home improvement retailer, part of JD Irving

Limited (JD Irving). Founded in 1974, Kent Building Supplies is headquartered in Saint John, NB. As of November
2021, Kent operates 48 retail locations in New Brunswick, Newfoundland and Labrador, Nova Scotia and Prince
Edward Island, employing more than 3,400 workers. Kent Building Supplies has been established in the Atlantic
region for the past few decades and has strong brand recognition in this region. The company was founded in 1882
and has operations in Canada and the United States. JD Irving has six operating segments, which include forestry
and forest products; transportation; shipbuilding and industrial marine; retail; industrial equipment, construction
services and building materials; and consumer products. Kent Building Supplies remains competitive by ensuring its
products are priced lower than its competitors. Due to the company being classified as an essential business during
the coronavirus pandemic, Kent Building Supplies' industry-relevant revenue grew in 2020. IBISWorld expects the
company's to generate $868 million in industry-relevant revenue in 2021, with a market share of 2.8%.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Home Improvement Stores industry in Canada is
characterized by a low level of capital intensity. In 2021,
industry operators are expected to spend $0.10 on capital
investments for every $1.00 spent on labour. Capital costs
consist of point-of-sale systems and inventory tracking
systems. Moreover, the industry still relies heavily on paid
staff for store operations. Staff duties include customer
service, maintaining store displays, processing consumer
purchases and maintaining computer systems. Over the
five years to 2026, the industry workforce is expected to
structurally remain the same. As a result, IBISWorld
anticipates capital intensity to remain unchanged over the
next five years.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Medium Rate of
Innovation

Potential A ranked measure for the number of patents
assigned to an industry. A faster rate of new
patent additions to the industry increases the
likelihood of a disruptive innovation occurring.

High Innovation
Concentration

Likely A measure for the mix of patent classes
assigned to the industry. A greater
concentration of patents in one area increases
the likelihood of technological disruption of
incumbent operators.

Medium Ease of Entry Potential A qualitative measure of barriers to entry.
Fewer barriers to entry increases the
likelihood that new entrants can disrupt
incumbents by putting new technologies to
use.

Low Rate of Entry Unlikely Annualized growth in the number of
enterprises in the industry, ranked against all
other industries. A greater intensity of
companies entering an industry increases the
pool of potential disruptors.

Very High Market
Concentration

Very Likely A ranked measure of the largest core market
for the industry. Concentrated core markets
present a low-end market or new market entry
point for disruptive technologies to capture
market share.

  The industry is adding new patent technologies at a rate in line with the average across all industries, which suggests a
stable addition of technology. However, the concentration of technologies is high. This creates the potential for innovation
outside the focus of industry leaders to gain traction.

Industry operators are exposed to a low rate of new entrants and a moderate level of entry barriers. This combination of
factors creates an environment where entry trends are not a key threat of disruption.

The major markets for this industry are highly concentrated, which implies that the market has a focus on key customer
segments. This presents an opportunity for strategic entrance into lower-end markets or unserved markets for innovations
to take on a disruptive trajectory.

Technological innovation has recently and is expected to continue
significantly affecting the Home Improvement Stores industry in Canada.

The rise of e-commerce platforms has led to a decline in foot traffic in many brick-and-mortar retail locations, including
industry establishments, which is price competitive relative to other retail industries. However, home improvement stores
sell many products that are bulky which makes shipping them more expensive, thus somewhat protecting the industry from
e-commerce operators. Nonetheless, the industry has managed to adapt to rising competitive pressures from e-commerce,
improving its own online presence.

The level of technology change is    Low

  The Home Improvement Stores industry in Canada has a low level of
technological change due to its focus on labour and low level of capital
intensity.

Since this is a retail industry, the primary technological changes are with its computer scanning cash registers and
automated warehouse equipment. However, the bulk of these technological changes occurred prior to the five years to
2021. Some industry operators use radio-frequency identification, which are wireless tags that can be scanned and used to
identify and track objects. This has been helpful since the largest operators can carry hundreds of thousands of products in
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their warehouses, permitting these products to easily be tracked. Finally, major operators such as the Home Depot of
Canada Inc. have implemented self-checkout stations that are expected to reduce labour costs as less cashiers are
needed.

Revenue
Volatility

The level of volatility is    Medium

  The Home Improvement Stores industry in Canada has a moderate level of
revenue volatility due to its reliance on construction markets.

When the housing market falters, consumers interested in selling their homes will often make home improvements while
they wait for the housing market to recover, insulating industry revenue from catastrophic declines during construction
downturns. However, demand for home products increases when the housing market booms, which heightens revenue
volatility. Moreover, the COVID-19 (coronavirus) pandemic is projected to boost industry sales in 2020 due to an increase in
online sales, commodity price inflation such as lumber and the growing do-it-yourself market. As a result, industry revenue
is anticipated to increase in 2020 and 2021. Although IBISWorld expects industry revenue volatility to be low over the five
years to 2026, any unforeseen commodity spikes may pose a risk to revenue volatility moving forward.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Home Improvement Stores industry in Canada has a very low level of
regulation.

However, there are some general acts that all Canadian retailers must adhere to. Industry operators must comply with the
Canada Consumer Product Safety Act (CCPSA) that was enacted in June 2011. The act requires retailers to prepare and
maintain certain documents regarding the products sold to consumers, particularly the name and location of the supplier to
potentially track harmful or unsafe products. Additionally, the CCPSA requires retailers to ensure that packaging, labelling
and advertising of the products are not false, misleading or deceptive in respect to its safety.

As home improvement stores employ workers, industry operators must also adhere to Canadian labour laws. The Canada
Labour Code, Canadian Centre for Occupational Health and Safety Act and Fair Wages and Hours of Labour Act are some
of the acts regarding labour with which operators must comply.

Industry
Assistance

The level of industry assistance is    Low and the trend is Steady

The Home Improvement Stores industry in Canada does not receive any
assistance from federal, provincial or local governments.

While some tariff rates pertain to certain products, this factor is of little significance at the retail level because operators
purchase goods from importers and wholesalers after the tariff has been applied.
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Economic response

Due to the COVID-19 (coronavirus) pandemic, the Department of Finance Canada announced a new set of economic
measures to help stabilize the economy through Canada's COVID-19 Economic Response Plan in March 2020. Such
economic measures include emergency care benefits, tax filing extensions, a 10.0% wage subsidy for small businesses
and up to a six-month payment deferral for mortgages. These are expected to support consumers during periods of
uncertainty and support operators to remain in business. Furthermore, the Government of Canada announced the
Canadian Emergency Wage Subsidy (CEWS) in March 2020, providing up to 75.0% of remuneration to eligible applicants.
In addition, employers that are eligible for the CEWS are entitled to receive a 100.0% refund for certain employer
contributions to Employment Insurance, the Canada Pension Plan, the Quebec Pension Plan and the Quebec Parental
Insurance Plan paid in respect of employees who are on leave with pay.

With more than 80.0% of establishments employing fewer than 100 workers in 2021, according to IBISWorld and Statistics
Canada estimates, the Canada Emergency Business Account (CEBA) provides further assistance for operators. The
federal government is guaranteeing bank loans for small businesses and has been implemented by eligible financial
institutions in cooperation with Export Development Canada. The CEBA program is intended to assist with operating costs
during the coronavirus pandemic. Through a new Business Credit Availability Program, Business Development Bank of
Canada and Export Development Canada provided more than $40.0 billion in loans and other forms of credit support and
enhancement at market rates to businesses with viable business models.

In addition, Western Economic Diversification Canada (WD) provides small businesses that were declined for CEBA
funding in British Columbia, Alberta, Saskatchewan or Manitoba in October 2020. This support provided up to $40,000 of
interest-free repayable contribution for businesses that are eligible through the Regional Relief and Recovery Fund (RRRF).
The Government of Canada announced that it will provide an additional $600.0 million to support workers and businesses
through the RRRF.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Residential
renovation

expenditure
($b)

2012 21,442 4,515 2,154 1,273 88,669 N/A N/A 3,286 N/A 45.9
2013 21,860 4,511 2,158 1,269 88,511 N/A N/A 3,165 N/A 46.7
2014 22,453 4,503 2,133 1,251 90,356 N/A N/A 3,165 N/A 48.4
2015 23,914 4,823 2,148 1,253 86,012 N/A N/A 3,285 N/A 49.1
2016 25,322 5,179 2,238 1,300 94,507 N/A N/A 3,598 N/A 50.6
2017 26,284 5,464 2,287 1,328 100,928 N/A N/A 3,702 N/A 52.3
2018 26,516 5,452 2,370 1,373 91,070 N/A N/A 3,588 N/A 53.2
2019 26,147 5,266 2,297 1,329 91,166 N/A N/A 3,590 N/A 52.9
2020 29,605 5,252 2,234 1,289 98,008 N/A N/A 3,901 N/A 49.7
2021 31,518 6,027 2,210 1,274 101,928 N/A N/A 4,076 N/A 56.8
2022 32,001 6,129 2,231 1,285 103,455 N/A N/A 4,137 N/A 60.5
2023 32,286 6,212 2,246 1,294 104,744 N/A N/A 4,186 N/A 61.7
2024 32,661 6,293 2,258 1,300 105,923 N/A N/A 4,233 N/A 63.1
2025 33,150 6,389 2,269 1,305 107,153 N/A N/A 4,285 N/A 64.5
2026 33,660 6,493 2,275 1,307 108,705 N/A N/A 4,348 N/A 65.9

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Residential
renovation

expenditure
(%)

2012 1.56 1.84 -1.02 -1.17 6.37 N/A N/A 5.59 N/A 1.10
2013 1.94 -0.09 0.18 -0.32 -0.18 N/A N/A -3.70 N/A 1.74
2014 2.71 -0.17 -1.16 -1.42 2.08 N/A N/A 0.01 N/A 3.64
2015 6.50 7.09 0.70 0.15 -4.81 N/A N/A 3.78 N/A 1.44
2016 5.88 7.38 4.18 3.75 9.87 N/A N/A 9.51 N/A 3.05
2017 3.79 5.51 2.18 2.15 6.79 N/A N/A 2.89 N/A 3.35
2018 0.88 -0.23 3.62 3.38 -9.77 N/A N/A -3.07 N/A 1.72
2019 -1.40 -3.42 -3.09 -3.21 0.10 N/A N/A 0.05 N/A -0.57
2020 13.2 -0.27 -2.75 -3.01 7.50 N/A N/A 8.65 N/A -6.05
2021 6.46 14.8 -1.08 -1.17 3.99 N/A N/A 4.49 N/A 14.3
2022 1.53 1.68 0.95 0.86 1.49 N/A N/A 1.50 N/A 6.51
2023 0.89 1.34 0.67 0.70 1.24 N/A N/A 1.17 N/A 1.98
2024 1.16 1.31 0.53 0.46 1.12 N/A N/A 1.13 N/A 2.26
2025 1.49 1.52 0.48 0.38 1.16 N/A N/A 1.22 N/A 2.21
2026 1.53 1.62 0.26 0.15 1.44 N/A N/A 1.46 N/A 2.17

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(Units) Average Wage  ($)

2012 21.1 N/A N/A 242 15.3 41.2 37,060
2013 20.6 N/A N/A 247 14.5 41.0 35,755
2014 20.1 N/A N/A 248 14.1 42.4 35,030
2015 20.2 N/A N/A 278 13.7 40.0 38,191
2016 20.5 N/A N/A 268 14.2 42.2 38,067
2017 20.8 N/A N/A 260 14.1 44.1 36,677
2018 20.6 N/A N/A 291 13.5 38.4 39,400
2019 20.1 N/A N/A 287 13.7 39.7 39,381
2020 17.7 N/A N/A 302 13.2 43.9 39,801
2021 19.1 N/A N/A 309 12.9 46.1 39,989
2022 19.2 N/A N/A 309 12.9 46.4 39,991
2023 19.2 N/A N/A 308 13.0 46.6 39,964
2024 19.3 N/A N/A 308 13.0 46.9 39,967
2025 19.3 N/A N/A 309 12.9 47.2 39,993
2026 19.3 N/A N/A 310 12.9 47.8 40,000

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

North American Hardware and Paint Association
http://www.yournhpa.org

Canadian Home Builders' Association
http://www.chba.ca

Canadian Home Products Trade Association
http://www.chpta.ca

Statistics Canada
http://www.statcan.gc.ca

Retail Council of Canada
http://www.retailcouncil.org

Industry Jargon DO-IT-FOR-ME (DIFM)
A category of customers who purchase materials themselves and hire third parties or professionals to complete the
projects.

DO-IT-YOURSELF (DIY)
A category of customers that includes homeowners who purchase products and complete their own projects.

POINT-OF-SALE (POS)
A system used at checkout in retail stores using computers and cash registers to capture transaction data at the
time and place of sale.

PROFESSIONAL CUSTOMERS
Professional remodellers, general contractors, repairmen and tradesmen.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it is easy for
new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on labour.
IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital intensity is more than
$0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the current year (i.e.
year published) as the base year. This removes the impact of changes in the purchasing power of the dollar, leaving
only the "real" growth or decline in industry metrics. The inflation adjustments in IBISWorld’s reports are made using
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived by adding
imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners, managers
and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one or more
establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.
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IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
than 40%.

INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies on production; all other
operating income from outside the firm (such as commission income, repair and service income, and rent, leasing
and hiring income); and capital work done by rental or lease. Receipts from interest royalties, dividends and the sale
of fixed tangible assets are excluded.

INDUSTRY VALUE ADDED
The market value of goods and services produced by the industry minus the cost of goods and services used in
production. IVA is also described as the industry's contribution to GDP, or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic demand. For
exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%. Imports/domestic demand:
low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life cycle by
considering its growth rate (measured by IVA) compared with GDP; the growth rate of the number of establishments;
the amount of change the industry's products are undergoing; the rate of technological change; and the level of
customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by self-
employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is calculated as
revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB
Atlantic | NB, NS, PE, NL
Territories | YT, NT, NU

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of the past five years.
Volatility levels: very high is more than ±20%; high volatility is ±10% to ±20%; moderate volatility is ±3% to ±10%;
and low volatility is less than ±3%.

WAGES
The gross total wages and salaries of all employees in the industry.



IBISWorld helps you find the industry
information you need – fast.

With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person
with regard to the completeness or accuracy of the data or information contained herein, and it accepts no
responsibility and disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage
whatsoever suffered or incurred by any other person resulting from the use of, or reliance upon, the data or
information contained herein. Copyright in this publication is owned by IBISWorld Inc. The publication is sold on
the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers own
purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports,
or opinions prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.

Copyright 2021 IBISWorld Inc.
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